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PENGARUH PERSONAL FACTORS DAN IN-STORE FACTORS 
TERHADAP IMPULSE BUYING BEHAVIOR MELALUI URGE TO 
BUY IMPULSIVELY PADA THE BODY SHOP TUNJUNGAN PLAZA 
DI SURABAYA 
 
ABSTRAK 
 
The Body Shop merupakan toko kosmetika yang menawarkan produk 
kecantikan dan perawatan tubuh yang terbuat dari bahan alami. Upaya agar 
dapat meningkatkan penjualan adalah melalui pembelian secara impulsif 
juga didukung dengan  fenomena beauty vlogger yang memberikan review 
tentang produk kecantikan, hingga memberikan tutorial atau cara dalam 
menggunakan produk kecantikan. Faktor yang ada di dalam diri seseorang 
(personal factors) meliputi ketersediaan uang, kesejahteraan ekonomi, 
pengaruh keluarga, ketersediaan waktu, dan penggunaan kartu kredit serta 
faktor yang ada di dalam toko (in-store factors) meliputi promosi penjualan, 
lingkungan toko yang baik, pegawai toko yang ramah, serta adanya suara 
musik dalam toko nantinya akan mempengaruhi proses keputusan 
pembelian pada konsumen. 
Penelitian ini bertujuan untuk menguji pengaruh personal factors dan  
in-store factors terhadap impulse buying behavior melalui urge to buy 
impulsively pada pelanggan The Body Shop Tunjungan Plaza di Surabaya. 
Sampel yang digunakan sebanyak 170 responden. Penelitian ini 
menggunakan teknik analisis SEM dengan bantuan program LISREL. 
Teknik penelitian dengan cara nonprobability sampling, yaitu purposive 
sampilng. Hasil penelitian menunjukkan bahwa personal factors dan in-
store factors memiliki pengaruh positif terhadap urge to buy impulsively 
dan impulse buying behavior. Kemudian urge to buy impulsively juga 
memiliki pengaruh yang positif terhadap dan impulse buying behavior. 
Sedangkan in-store factors memiliki pengaruh negatif terhadap impulse 
buying behavior. 
 
Kata Kunci: Personal Factors, In-Store Factors, Urge to Buy Impulsively 
Impulse Buying Behavior 
 
 
 
 
 
 
 xv 
THE INFLUENCE OF PERSONAL FACTORS AND IN-STORE 
FACTORS TOWARD IMPULSE BUYING BEHAVIOR TO URGE TO 
BUY IMPULSIVELY AT THE BODY SHOP TUNJUNGAN PLAZA  IN 
SURABAYA 
 
ABSTRACT 
 
The Body Shop is a cosmetics store that offers beauty and body 
care products made from natural materials. Efforts to increase sales is 
through impulsive purchases are also supported by a beauty vlogger 
phenomenon that provides reviews about beauty products, to provide 
tutorials or how to use beauty products. Factors that exist within a person 
(personal factors) include the availability of money, economic welfare, 
family influence, the availability of time, and the use of credit cards and in-
store factors include sales promotion, good store environment, friendly 
store clerks, as well as the sound of music in the store will affect the 
purchasing decision process to consumers 
This study aims to examine the influence of personal factors and 
in-store factors on impulse buying behavior through urge to buy impulsively 
to customers of The Body Shop Tunjungan Plaza in Surabaya. The sample 
used is 170 respondents. This research uses SEM analysis technique with 
the help of LISREL program. Technique research by nonprobability 
sampling, that is purposive sampilng. The results show that personal factors 
and in-store factors have a positive influence on urge to buy impulsively 
and impulse buying behavior. Then urge to buy impulsively also has a 
positive influence on and impulse buying behavior. While in-store factors 
have a negative effect on impulse buying behavior. 
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Impulse Buying Behavior 
 
